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The first insurance broker had been authorized to establish by China Insurance 
Regulatory Commission on June 16, 2000. The history of insurance broker industry in 
china is very short. There are many problems, such as, immature market, low social 
approval, imperfect of law and regulation, low degree of specialization, disorderly 
competition, etc. For all this, the domestic insurance broker market shall have the 
broad prospects for development in comparison with the mature developed insurance 
market. 
FuBang International (Xiamen) Insurance Brokers Co., Ltd. has to face with 
many challenges in its survival and development. This thesis is a special study about 
the design of marketing strategy for FuBang International. This article has firstly 
analyzed the internal and external environment and their superiority and inferiority, 
proposed the developmental strategies which should be established by FuBang 
International, and then analyzed and studied the design and implement of marketing 
strategy for FuBang International. 
FuBang International is a leading company in Xiamen insurance brokers market 
and has developed comparatively complete service product system. FuBang 
International has certain superiority in the Xiamen market, but it is still a smaller 
insurance broker in domestic insurance brokers market. For company's sustainable 
development, FuBang International must have a clear market position in strategic, 
take the path of specialized development, develop innovative service, strengthen inner 
management, implement strategy of talents, carry out business in cross region and 
national wide. 
The marketing strategy is a core of development strategy, is also the question 
which needs to solve urgently. Its marketing strategy mainly manifests in the market 
segmentation strategy, the product and the price strategy, the relational marketing, the 
specialized marketing, the channel and the brand strategy and so on. Specifically, the 
aspect of market segmentation, segmentation may base on customer’s value 
contribution for FuBang International, categories of insurance, characteristics of 
customer and areas. Product strategy should manifest the specialization, and expands 
the existing corresponding service. In the price, the level of premium and broker 















marketing and specialized marketing shall continue to be main marketing method. 
Meanwhile, company shall develop a plan in the channel and the brand strategy aspect, 
and implement this plan gradually. 
In marketing strategy's implementation, three aspects of works shall be 
strengthened. First, reengineer marketing process and redesign structure of 
organization. Second, the overall marketing goal shall be refined and decomposed. 
The marketing goal shall be finished by establishing the new marketing idea and the 
corresponding marketing control system. Third, company must have the effective 
assessment criteria of marketing performance and the incentive mechanism to 
stimulate the staff potential and the work enthusiasm. 
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本文研究主要研究思路及框架如图 1-1 所示： 
 
图 1-1 研究思路与框架 
 
 
                                                        



























































































地位。在中国加入 WTO 前夕，中国保险监督管理委员会于 2000 年批准保险经
纪公司成立。①② 
                                                        
① 丁孜山. 我国保险经纪市场发展研究[J]. 保险研究, 2008(4):76-78. 
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